Hedonic Motivations for Online Shopping by Pui-Lai To & E-Ping Sung
Hedonic Motivations for Online Shopping
Authors : Pui-Lai To, E-Ping Sung
Abstract :  The purpose of  this  study is  to  investigate hedonic  online shopping motivations.  A qualitative analysis  was
conducted to explore the factors influencing online hedonic shopping motivations. The results of the study indicate that
traditional hedonic values, consisting of social, role, self-gratification, learning trends, pleasure of bargaining, stimulation,
diversion, status, and adventure, and dimensions of flow theory, consisting of control, curiosity, enjoyment, and telepresence,
exist in the online shopping environment. Two hedonic motivations unique to Internet shopping, privacy and online shopping
achievement, were found. It appears that the most important hedonic value to online shoppers is having the choice to interact
or not interact with others while shopping on the Internet. This study serves as a basis for the future growth of Internet
marketing.
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